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ABSTRACT
Kosher food properly prepared according Jewish dietary law has become one of the
biggest trends in the food service industry. The demand for Kosher food markedly increased
in recent years, especially in non-Jewish community. To examine the intention of non-
Jewish consumers in purchasing Kosher food, this study investigated underlying factors
influencing a such behavior from three aspects, namely, consumers’ perceptions towards
Kosher food, intrinsic motivations, and social environmental factors.
After a thorough literature review of potential factors, a pilot study of six structured
one-on-one interviews were conducted to verify previously identified factors from the
literature review and discover other potential factors for Kosher food consumption behavior.
Based on the interview result, an online survey was developed and distributed to randomly
selected non-Jewish consumers purchasing Kosher food in United States. A total of 203
usable data were collected through online survey questionnaire. Exploratory factor analysis
(EFA) was applied to finalize the data.
Results showed 10 underlying factors that may influence the intention of non-Jewish
customers to purchase Kosher food. Four underlying perceptions on Kosher food
characteristics were found, which include Kosher food quality, healthfulness, Kosher food
safety, and animal welfare. Four underlying intrinsic motivations were found, which include
special dietary fulfillment, spiritual fulfillment, willingness to try different food, and
willingness to support Kosher business. Two underlying social environmental factors were
found, namely, availability of Kosher food and peer pressure.
vii
The findings provided important theoretical implication by expanding the scope of
factors influencing Kosher food purchase behavior in terms of consumers’ perception of
Kosher food characteristic, intrinsic motivations to purchase Kosher food, and social
environmental influences on Kosher food purchase. Furthermore, this study provided
practical implication, which offered Kosher food companies opportunities to improve their
market strategies, particularly targeting the non-Jewish community.
1CHAPTER 1. INTRODUCTION
Background
“Kosher” refers to foods properly prepared according to Jewish dietary laws; this
type of food contains ingredients fit for consumption by Jewish consumers who observe
these laws. According to the BC Kosher (2015), a Kosher certification agency, the global
Kosher food market is growing at an annual rate of 15% for the past several years. The cost
of Kosher food ranges from 20% to nearly twice as costly as non-Kosher food (Popovici,
2016); despite its cost, sales in Kosher food increased by an average of 10% per year since
2005 (Butler, 2014). Approximately 27% of packaged foods in the United States in 2008 had
Kosher label; this percentage increased to 41% in 2014 (Shanker, 2015). This statistical
evidence suggested that the Kosher food market can be considered a trend in the food
service industry.
Problem Statement
The increasing number of non-Jewish individuals who purchase and demand for
Kosher food facilitated the development of the Kosher food industry. According to the
Institute of Food Technologists (2016), only 20% of the 12.5 million Kosher food consumers
in the United States are Jewish. In other words, the majority of the Kosher food (80%) was
purchased by non-Jewish consumers. As indicated by the aforementioned statistics, Kosher
food has a much bigger market in non-Jewish community; and to meet this increasing
demand of Kosher food among non-Jewish population, the industry professionals need to
develop Kosher products and identify effective ways to promote Kosher food to the non-
Jewish consumers.
2Understanding the factors influencing non-Jewish consumers’ purchase intention on
Kosher food could be fundamental for the Kosher food industry. Based on people’s different
motivations or reasons to purchase Kosher food, Kosher food companies and restaurants
could better develop their marketing strategies and further promote their Kosher products to
the non-Jewish population. However, few studies have been done to investigate the factors
influencing non-Jewish consumers to purchase Kosher food. The Food Institute Report
showed that 38% of Americans who purchase Kosher foods did so because of vegetarian
products. Approximately 16% of Americans purchase Kosher foods did so for the need of
Halal, which was consistent with Kosher (2005). Another study indicated that people seek
out Kosher products for food quality (62%), general healthfulness (51%), and food safety
(34%) (Mintel, 2009).
These previous studies provided a conceptual guideline to understand potential
factors that influence non-Jewish customers to purchase Kosher food. These studies mainly
focused on people’s perception on Kosher food characteristics, such as Kosher food quality,
safety, and healthfulness. Other important components, such as intrinsic motivations and
social environmental factors, should be considered in investigating the food choices of
customers. Previous researchers (Schösler et al., 2014; Shepherd & Dennison, 1996; White,
2007) have used self-determination theory and social cognitive theory to explain the food
related motivations of individuals. These studies indicated that intrinsic motivations and
social environmental factors might influence people’s purchase intention on food. However,
limited research was conducted to identify potential intrinsic motivations and social
environmental factors, including willingness to try different food, improved accessibility of
3Kosher food, and peer pressure. These factors may influence non-Jewish customers to
purchase Kosher food.
Purpose of the Study
This study aims to identify factors influencing non-Jewish consumers’ Kosher food
consumption behavior. More specifically, the study’s objectives are (1) to verify factors
discussed in previous literature that influence the intention of non-Jewish consumers to
purchase Kosher food; these factors include food quality, healthfulness, safety, special
dietary fulfillment, and spiritual fulfillment; and (2) to discover new underlying factors for
non-Jewish consumers to purchasing Kosher food in terms of consumers’ intrinsic
motivation, and social environmental influences as well as the perception of Kosher food
characteristics.
Significance of the Study
From a theoretical point of view, the present study not only considered people’s
perception on Kosher food characteristics, but also took intrinsic motivations and social
environmental factors into account. Furthermore, by examining previously identified factors
and identifying new potential factors, the present study can provide a comprehensive
understanding of non-Jewish customers’ purchase intention on Kosher food. From a
practical point of view, by identifying potential factors in terms of people’s perception of
Kosher food characteristics, intrinsic motivations, and social environmental factors, Kosher
food companies can better understand non-Jewish customers purchase intention on their
products. Therefore, this study can offer useful directions and provide more detailed
guidelines for Kosher food companies to develop effective marketing strategies to attract
more non-Jewish consumers and further promote their products.
4Definition of Terms
The following terms were used for identifying Kosher food, and defining potential
categories of factors, which may influence non-Jewish consumers to purchase Kosher food.
 Kosher: properly prepared according to Jewish dietary laws, and containing
ingredients fit for consumption by Jewish consumers who observe these laws (Rich,
2011).
 Intrinsic motivation: the motivation to do something for its inherent satisfaction and
enjoyment (Ryan and Deci, 2000).
 Social environmental factors: include both social and physical environment: social
environment includes family members, friends, and colleagues; physical environment
includes the whole market, such as availability of food (Bandura, 2001).
5CHAPTER 2. LITERATURE REVIEW
This chapter provides an overview of the Kosher food market and related literature
regarding factors influencing consumers’ Kosher food purchase behavior in terms of 1)
consumers’ perception towards Kosher food, 2) intrinsic motivations, and 3) social
environmental influences to purchase Kosher food.
Kosher Food Market
A recent market report indicated “Kosher” has become the most frequently used
claim on new products launched in the United States compared with other popular claims,
such as “all natural” and “no additives or preservatives” (Jayalal, 2015). Based on the most
recent statistical evidence, the Kosher food market was considered one of the biggest trends
in the food service industry (Faw, 2013). According to Lubicom Marketing Consulting
(2016), a full-service marketing firm that specializes in the targeted marketing of products
and services, the Kosher food industry developed into a $12.5 billion industry. In the United
States, there about 12.35 million Kosher consumers, 19,000 Kosher products, 195,000
Kosher-certified products all over the world, and 11,400 companies and plants that produce
Kosher products (Lubicom, 2016).
The global Kosher food market has been growing at an annual rate of 15% (Jayalal,
2015). The increase in overall Kosher sales in 2016 was estimated at 12%. This increase was
driven mostly by soaring sales in the Tri-State area of New York. More than 300 new items
hit Passover shelves in 2016. Whole Foods continued to increase its kosher offerings by
collaborating with Kayco. The sales of kosher products in grocery stores increased
tremendously and Kosher restaurants are making progress. Fifty new kosher restaurants
opened in the Metro New York area in 2016 (KosherToday, 2016).
6One potential factor that facilitated the growth of the kosher markets was the demand
of non-Jewish consumers for Kosher food. According to the Institute of Food Technologists
(2016), 80% of kosher food consumers are not Jewish. Approximately 35 million non-
Jewish consumers purchase Kosher products, whereas Jewish consumers of kosher products
are estimated at 1.3 million (Lubicom, 2016).
To understand the increasing demanding of Kosher food among non-Jewish
population, the present study investigated different potential factors influencing non-Jewish
consumers’ purchase behavior on Kosher food. Three categories of factors were identified at
this stage: 1) people’ s perception on Kosher food, including Kosher food quality and safety,
Kosher food healthfulness, and animal welfare; 2) intrinsic motivations, including special
dietary fulfillment and spiritual fulfillment; and 3) social environmental factors, including
peer pressure and availability of Kosher food.
Perception on Kosher Food Characteristics
Kashrut, which is part of Jewish law, limits the food items that Jews can and cannot
eat; this law also dictates how these foods should be prepared and eaten. “Kosher” refers to
foods prepared properly according to Jewish dietary laws (Kashrut); these foods contain
ingredients fit for consumption by Jewish consumers who observe these laws (Rich, 2011).
According to data collected in 2011 by Lubicom Marketing and Consulting (2016), 7.5
million consumers claim that “Kosher is better.” Many people specifically look for food with
Kosher symbol in the grocery store. They perceive Kosher food as safe and of high quality
(STAR-K, 2008). Several investigations of motivations were reported in Kosher food
literature. According to Mintel (2009), consumers purchase Kosher food for their quality
(62%), general healthfulness (51%), and food safety (34%); only 15% buy Kosher food to
7comply with religious tenets. People with concerns about animal welfare tend to choose
Kosher or Halal foods (Golnaz, Zainalabidin, Mad Nasir, & Eddie Chiew, 2010).
Based on previous literature, the present study categorized four Kosher food
characteristics that may influence non-Jewish customers to purchase Kosher food. These
characteristics include Kosher food quality and safety, healthfulness, and animal welfare.
Kosher food quality and safety
Kosher Certification (n.d.) indicated three main categories of Kosher food, namely,
meat, dairy, and Pareve. The meat category includes meat, fowl, and their byproducts, which
range from bones to gravy. Dairy category includes foods derived from or those that contain
milk, such as butter, yogurt, and cheese. Pareve is defined as foods that are neither meat nor
dairy and have not been cooked or mixed with any meat or dairy products.
These three food categories must meet certain criteria to be certified as Kosher.
Many of these requirements ensure the quality and safety of products. According to Kosher
Certification (n.d.), permissible portions of the animal and fowl must be soaked and salted
within 72 hours after slaughtering for Kosher meat. Any trace of blood from the meat should
be removed before cooking. All utensils used in slaughtering, cleaning, preparing, and
packaging must be certified as Kosher. For Kosher dairy, all products must come from a
Kosher animal and free of meat derivatives. They must be produced, processed, and
packaged on Kosher equipment. For Kosher Pareve, products cannot be processed on meat
or dairy equipment. The products should not contain additives. Eggs, which are classified as
Pareve, must be checked for blood spots. Grains, packaged vegetables, and fruits should also
be thoroughly inspected to ensure that no trace of non-Kosher substances appear, such as
insects.
8Kosher dietary laws are a set of rules. Kosher food should be carefully inspected
throughout its preparation. Moreover, stricter supervision is implemented in the certification
of Kosher food (Kotz, 2008). Kosher food companies are required to allow a third-party
inspector to come in unannounced at essentially any time. These inspectors can check if
products are being manufactured only with the ingredients listed on the label. Unlike some
non-Kosher food manufacturers, Kosher food manufacturers must keep records of where
ingredients come from to minimize the chances of contamination with a non-Kosher
ingredient or food-borne pathogen (Kotz, 2008).
Kosher food healthfulness
Many studies (Prescott et al., 2002, Wardle et al., 2004) showed that food
healthfulness is an important factor that influences the purchase intention of people. A study
that compared motives for food choices among consumers from Japan, Taiwan, Malaysia,
and New Zealand found that participants from those countries agree as to the four most
important factors, namely, health, natural content, and weight control (Prescott et al., 2002).
Another study compared gender differences in food choice and found that health beliefs
explained around 40% of dietary behaviors in gender groups and 50% of both genders
(Wardle et al., 2004).
9Researchers also used food healthfulness to explain the intention of individuals in
purchasing organic food. According to Ott (1990), people purchase organic food because
they believe that organic food is less chemically contaminated than conventional food. Hill
and Lynchehaun (2002) suggested that people believe that organic food, such as milk,
contained more nutrients than conventional food; thus, they purchase organic food. Padel
and Foster (2005) conducted a study to understand why consumers buy or do not buy
organic food. Their finding indicated that health is the strongest reason for buying organic
food. They also mentioned that personal health, well-being, and quality of life played a more
important role than family health (Padel and Foster, 2005). The claim that Kosher food is
healthier than conventional food is not supported by scientific evidence, but many customers
purchase Kosher food because they perceive Kosher food as a healthier option (Mintel,
2009).
Animal welfare
Greenberg (2016), a Kosher meat and animal welfare specialist, stated that Kosher
slaughter could be perfectly humane when it adheres to a thoughtful set of welfare protocols.
Under Kosher dietary law, any Kosher product should be slaughtered in a prescribed manner
known as “Shechitah.” “The method of slaughter is a quick, deep stroke across the throat
with a perfectly sharp blade with no nicks or unevenness. This method is painless, causes
unconsciousness within two seconds, and is widely recognized as the most humane method
of slaughter possible” (Rich, 2011, para. 24). In addition, Kosher animals and fowls must be
slaughtered by a skilled shochet, an individual extensively trained in the rituals Kosher
slaughtering (Kosher Certification, n.d.).
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Previous research demonstrated that consumers care deeply about animal welfare,
and majority express their intention to pay a small premium for food produced in compliance
with animal welfare standards (Tsakiridou, Tsakiridou, Mattas, & Arvaniti, 2010). The
present study found that 76% of the 400 participants were strongly concerned about animal
welfare. Respondents who believed that they could contribute to animal welfare had high
consumption of certified meat. This study also revealed that the market for products that
comply with animal welfare standards has high potential for further development
(Tsakiridou et al., 2010). However, only a limited number of studies examined whether
humane slaughtering of Kosher products is one of the motivations for consumers to purchase
Kosher food.
Intrinsic Motivations
Self-determination theory (SDT), a theory of motivation, was originally developed
by Ryan and Deci (2000) to support natural or intrinsic tendencies to behave in effective and
healthy ways. Self-determination theory suggests two major motivations, namely, intrinsic
and extrinsic motivation. Intrinsic motivation is the motivation to do something for its
inherent satisfaction and enjoyment. By contrast, extrinsic motivation refers to doing
something to attain a certain separable outcome (Ryan and Deci, 2000).
SDT has been applied in a number of fields, such as education, health care,
environment, and health and well-being. SDT was also used to specify different types of
food-related motivation. Schösler, Boer, and Boersema (2014) conducted research to
examine whether SDT can be applied to foster sustainable food choices. They concluded that
internalized and intrinsic motivation played an essential role in sustainable food choices, and
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SDT provided theoretical insight into fostering sustainable food choices. People with special
dietary requests tend to choose Kosher food because it is special diet-friendly (The Food
Institute, 2005). Among the 21% Americans who purchase Kosher food, 38% bought Kosher
because they want vegetarian products, 24% bought because they want dairy-free products,
and 16% bought Kosher because they want other religious food, such as Halal (The Food
Institute, 2005). The present study investigated whether special dietary and spiritual
fulfillment are intrinsic motivation which influence non-Jewish customers to purchase
Kosher food.
Special dietary fulfillment
According to the Food Institute (2005), 21% of Americans who purchase Kosher
food choose Kosher because they believe that this type of food product can meet their
special diet needs, namely, vegetarian, celiac, and gluten-restricted diets, and lactose
intolerance. Kosher food is a good option for consumers with shellfish allergy because
Kosher food does not contain shellfish as ingredient. For vegetarians committed to exclude
meat, poultry, and fish from their diet, any Kosher product with the STAR-K symbol or the
symbol in conjunction with the “Pareve” designation was guaranteed that the product does
not contain meat, dairy, or poultry derivative (STAR-K, 2008). Products without the letter
“D’ or without the “Pareve’ designation are perfect for lactose-intolerant consumers and
those allergic to milk. For people with dairy allergy or lactose-intolerance, this designation
was a guarantee that the product was never in contact with any dairy derivative or shared any
equipment with a dairy production (STAR-K, 2008).
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Spiritual fulfillment
Among individuals who purchase Kosher food, 15% do so to comply with their
religious tenets, such as Jewish, Muslim, and other religious denominations (Mintel, 2009).
Kosher (kashrus) dietary laws help Jews determine foods that are fit or proper for
consumption. According to the Jewish community, these laws were given to the community
without need for explanation (Regenstein, Chaudry, & Regenstein, 2003). In Judaism,
individuals who Kosher in observance of dietary laws is an opportunity for obedience to God
and preserve Jewish unity and identity. In the past, eating non-Kosher foods (usually pork)
was considered a death penalty because many Jews would choose to die rather than break
Kosher (Religionfacts, 2016). Nowadays, the laws of Kashrut are fully obeyed only by
Orthodox Jewish who believe that Kashrut are divine laws for all time and places. Therefore,
religious Jews comprise only 8% of the 12 million Kosher consumers in the United States
(Lubicom, 2016).
Besides Jewish, people with other spiritual beliefs also purchase Kosher food.
According to Mintel (2009), 10% of consumers purchase Kosher food because they followed
certain spiritual beliefs that had eating restrictions similar to Kosher rules. For instance,
Muslim consumers, who currently occupy approximately 16% of the Kosher market,
purchase Kosher food for their religious belief. Millions of Muslims throughout the world
follow a dietary regimen called “Halal,” which is very similar to the Kosher code (STAR-K,
2008). As a result, they purchase Kosher food products when Halal food is not accessible.
Seventh-Day Adventists also turned to Kosher food when food prepared according to their
dietary law is not available (Alvarez, 2014).
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Social Environmental Factors
Social cognitive theory, a theoretical framework, was developed by Bandura (2001).
This theory emphasizes how people acquire and maintain certain behaviors and how social
environmental factors influence one’s behaviors (Bandura, 2001). Social environmental
factors include social and physical environment. Social environment includes family
members, friends, and colleagues; physical environment includes the whole market, such as
availability of food (Bandura, 2001). Researchers evaluated how social environmental
factors can influence the food choices of individuals. Shepherd and Dennison (1996)
mentioned that peer pressure was one of the factors that influenced adolescent food choice.
White (2007) suggested that food accessibility influenced consumers’ food choices. The
author pointed out that free availability of snacks or energy dense foods in retail stores and at
home increased obesity. The availability of food and peer pressure have s positive
relationship with people’s food choice, but previous studies did not examine how social
environmental factors influence non-Jewish consumers to purchase Kosher food. The
present study investigated how peer pressure and availability of Kosher food influence
purchase intention.
Peer pressure
The study conducted by Deliens, Clarys, Bourdeaudhuij, and Deforche (2015)
indicated that family rules and perceived availability are positively correlated with students’
energy drink consumption. Students who lived at home and were convinced to minimize soft
drink intake by parents drank less soft drinks than those who lived in a student residence.
Students who had peers, including partners, parents, and friends who drink soft drinks,
consumed more soft drinks. Moreover, access to soft drinks increases one’s level of
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consumption (Deliens et al., 2015). According to Hardcastle and Blake (2016), the eating
patterns, behaviors, and food choices of individuals are influenced by their parents. Children
whose parents restricted high-fat/sugary snacks have better snacking habits. A consistent
result was found by Ball et al. (2008), who demonstrated that people’s dietary habits were
affected by family circumstances and social groups. Additionally, family circumstances
played a more important role than social groups. McIntosh (1996) indicated that a source of
modeling and peer pressure for trying new food or consuming a particular food might
emerge when eating with families and friends.
Previous studies indicated that peer pressure from family members, friends, and
social groups might be a significant factor that influences people’s food choice (Ball et al.,
2008; Deliens et al., 2015; Hardcastle & Blake, 2016; Mclntosh, 1996). Peer pressure was
not investigated as an influential factor in Kosher food literature, but this concept might be a
potential factor that which influences non-Jewish customers to purchase Kosher food.
Availability of Kosher food
The availability of Kosher food increased rapidly. Thirty years ago, the number of
Kosher certification organizations around the world was only 18, but this number increased
to 1,603 organizations at present; 600 of these organizations are found in the United States
(Sax, 2010). Based on OU Kosher Certification (2017), there were only about 26,000
certified Kosher products in 1992, which increased to 41,000 in 1997. At present, there are
over 200,000 packaged Kosher certified products in the United States, which does not only
include Kosher grocery products, but Kosher restaurants.
Steptoe and Pollard (1995) argued that food availability was dominant in food
selection. They developed a food choice questionnaire to measure motives in food selection.
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Food availability falls under the factor “convenience,” which was highly related to people’s
food selection. People desire for food readily available to them. Zanoli and Naspetti (2002)
mentioned that the lack of availability of organic food might be an obstacle to its purchase.
The increasing availability of Kosher food might be a potential factor that influences the
purchase intention of non-Jewish customers.
Summary
Previous literature identified eight factors that potentially influence non-Jewish
customers to purchase Kosher food. Perceptions on Kosher food characteristic include
Kosher food quality, healthfulness, Kosher food safety, and animal welfare. Intrinsic
motivations include special dietary fulfillment and spiritual fulfillment. Social environmental
factors include Kosher food availability and peer pressure.
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CHAPTER 3. METHODOLOGY
This chapter introduces the research methods used to investigate the factors
influencing non-Jewish consumers’ Kosher food consumption behavior. The objectives of
this study were (1) to verify pre-identified factors influencing non-Jewish consumers
purchasing Kosher food, including food quality, healthfulness, safety, special dietary
fulfillment, and spiritual fulfillment and (2) to identify new underlying factors for non-
Jewish consumers to purchasing Kosher food in terms of consumers’ perceived Kosher food
characteristics, intrinsic motivation to purchase Kosher food, and social environmental
factors influencing Kosher food purchase.
To achieve its objectives, this study conducted structured one-on-one interviews with
six individuals - three Jewish Kosher food consumers and three non-Jewish Kosher food
consumers as a pilot study. Then, an online survey was conducted using a questionnaire
developed based upon the result of the pilot study and the literature review.
Pilot Study
Six structured one-on-one interviews were conducted in February 2017. The purpose
of the interviews was to verify previously identified factors and discover other potential
factors influencing non-Jewish consumers’ Kosher food purchase behavior. In order to
comprehensively understand factors which may influence people’s purchase intention
towards Kosher food, both Jewish and non-Jewish people were invited to participate in
interviews. Jewish Kosher food consumers consist of one university professor, one Kosher
deli store owner, and one Kosher deli store employee. Non-Jewish Kosher food consumers
consist of a Ph.D. student, one restaurant server, and one freelancer. The questionnaire
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consists of four sections: 1) religious beliefs, 2) Kosher food purchase behavior, 3)
knowledge about Kosher food, and 4) motivation to purchase Kosher food.
In the first section, the interviewees were asked about their religious belief and
whether any relationship exists between their religious belief and intention to purchase
Kosher food. In the second section, the interviewees were asked to describe their Kosher
food purchase behavior, such as their purchase history and frequency in purchasing Kosher
food. Questions regarding the kind of Kosher food they usually purchased and the place
where they purchased Kosher food were also asked. In the third section, they were asked to
describe their knowledge of Kosher. In the last section, a list of questions related to
previously identified potential factors (Kosher food safety, quality, healthfulness, animal
welfare, special dietary fulfillment and spiritual fulfillment, Kosher food availability and
peer pressure) was asked. They were also asked to illustrate other factors that influenced
them to purchase Kosher food.
As a result, six factors were mentioned by interviewees as relevant factors
influencing their purchase behavior on Kosher food, including Kosher food quality, safety,
animal welfare, spiritual fulfillment, peer pressure, and availability of Kosher food. Two of
eight previously identified factors through literature review were mentioned as less strong
factors by interviewee, including food healthfulness and special dietary fulfillment. In
addition, two more factors which were mentioned frequently by interviewees, namely,
willingness to try different food and willingness to support Kosher business These factors
were added to second category (intrinsic motivations). Three categories with ten factors
were specified.
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Instrument
The present study employed a survey questionnaire that included three major
sections: 1) screening, 2) factors for purchasing Kosher food, 3) demographics. To recruit
respondents who were qualified for the present study, screening procedure were executed.
Respondents were asked if they had purchased Kosher food at a grocery store and/or had
ordered Kosher food items in restaurants in the last month. Respondents who had not have
any previous Kosher food purchase experience were excluded from further participation. To
ensure the data was collected from non-Jewish customers, respondents were asked about
their religious belief and people who were Jewish were excluded as well.
In second sections, respondents were asked to indicate the factors influencing their
Kosher food purchase. Based on both a thorough literature review of Kosher food and food
purchase behavior and the result of a pilot study, ten potential factors influencing non-Jewish
consumers’ Kosher food purchase were specified. For the measurement items, mainly,
Steptoe et al. (1995)’s food choice questionnaire, including food healthfulness, convenience,
familiarity, ethical concern, and sensory appeal, was used and it was slightly modified to
better fit the current study.
Based on aforementioned interview result, additional measurement items assessing
ten potential factors were identified. To ensure the adequacy of the additional measurement
items, three individuals evaluated the initially constructed measurement items: one English
native speaker with no food service experience, one college instructor with more than 15
years of food service experience, and one professional writing consultant. The content and
face validity of the measurement items were checked by evaluating how well each item
represents the construct to which it belonged. A number of items were revised to facilitate
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understanding. A total of 51 items were identified for the measure of the factors influencing
consumers’ Kosher food consumption behavior.
Respondents were asked to indicate their level of agreement regarding the factors
influencing them to purchase Kosher food. A list of items that measure the previously
specified 10 factors that influence non-Jewish customers to purchase Kosher food was
presented with a question of “I eat/purchase Kosher food because ____.” A 7-point Likert
scale was adopted where 1 indicated “strongly agree” and 7 indicated “strongly disagree”.
Questions about the demographic information of respondents were included in the last
section of the survey questionnaire. Information including gender, age, race, education,
status, and annual income were also asked.
Data Collection
The developed survey questionnaire was converted into an online survey platform,
Qualtrics. The online survey questionnaires were distributed to randomly selected online
panel member in the United States using Amazon Mechanical Turk, which is a considerably
reliable data source (Berinsky, Huber, and Lenz, 2012). The data were collected from March
13th to March 17th in 2017. One dollar of e-currency was provided to the respondents for the
compensation. A total of 218 participants started the survey. After excluding respondents
who were Jewish and those who neither purchased Kosher food in grocery stores on monthly
basis nor ordered Kosher food items in restaurants on monthly basis, 203 responses were
considered to be valid for data analysis.
Data Analysis
Exploratory factor analysis (EFA) was used for data analysis. Prior to conducting
EFA, the Kaiser-Meyer-Olkin measure of sampling adequacy index and Bartlett’s test of
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sphericity were used to determine if sample size and correlation matrix were appropriate for
the analysis.
Principal components analysis extraction method with direct oblimin rotation method
was used to perform EFA. Principal components analysis was selected because some of
variables were expected to be reduced. According to Conway and Huffcutt (2003), principal
component analysis is recommended if researchers aim to reduce the number of variables
while retaining as much of the original variance as possible. Oblique rotation (direct oblimin)
was selected over orthogonal rotation method because certain items and factors were
expected to be correlated (Osborne 2009). Principal components analysis with direct oblimin
rotation and examination of component correlation matrix showed that factor correlation was
above .32. The findings proved the correlation between factors. Only items with load higher
than .4 on the relevant factor and less than .4 on all other factors were kept. Items loading
with more than two factors were also excluded. Finally, factors with eigenvalues greater than
1 were considered to be relevant factors.
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CHPATER 4. RESULT
This chapter includes the result of the pilot study and survey questionnaire. A
descriptive profile of the respondents and summarized interview responses were reported for
the pilot study. A descriptive profile of the respondents and EFA results were reported for
the survey questionnaire.
Pilot Study Result
Descriptive profile of the respondents
Six individuals who purchased Kosher food participated in the interviews. The
majority of respondents were male (83%) aged between 35 and 45 years (83%). Sixty-seven
percent were at their current place of employment for over five years. Three of the
participants were Jewish (50%), two were Christians (33%), and one had no religious belief
(17%). Three participants purchased Kosher food 100% of the time they went grocery
shopping (50%), two participants purchased Kosher food 50% of the time they went grocery
shopping (33%), and one participant purchased Kosher food 25% of the time they went
grocery shopping (17%).
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Table 1
Descriptive profile of the pilot study respondents
Characteristics n %
Sex
Female 1 17%
Male 5 83%
Race
African American 1 17%
Asian 1 17%
White/Caucasian 4 66%
Religion
Jewish 3 50%
Christian 2 33%
Irreligion 1 17%
Purchase Frequency
100% of the time they went grocery shopping 3 50%
50% of the time they went grocery shopping 2 33%
25% of the time they went grocery shopping 1 17%
Age
20 to 29 years 1 17%
30 to 39 years 3 50%
40 to 49 years 2 33%
Marital Status
Single, never married 2 33%
Married 4 67%
Education
College but no degree 2 33%
4-year College degree 2 33%
Graduate school 2 33%
Total respondents: 6
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Result of pilot study
Upon completion of the interviews, in-person interviews were transcribed into
electronic format to combine and compare the responses. Eight factors were identified
through hand coding. Three of these constructs were related to perception on Kosher food
characteristics, three were related to intrinsic motivations, and the remaining two constructs
were related to social environmental factors. These eight factors are presented as follows.
Food quality
Two participants believed that certain types of Kosher food have better quality and
taste than non-Kosher food. One participant mentioned, “I love to buy Kosher salt because I
believe it is more pure and better taste than other types of salt.” Another participant
mentioned that the chicken soup she ordered in a Kosher restaurant in New York was the
best chicken soup she ever tasted. However, four other participants could not identify he
difference between Kosher food and non-Kosher food in terms of quality.
Food safety
Three participants believed that Kosher food was safer than non-Kosher food. One
participant who was very knowledgeable of Kosher mentioned that Kosher meat was safer
because of the salting and soaking process. The process of draining blood from Kosher meat
convinced them that Kosher meat was safer. Another participant who also believed that
Kosher was safer said, “So, I think the food handlers might control the whole process
carefully when the food is cooked.” Three other participants who did not believe that Kosher
was safer suggested that the safety of any available food in the markets was regulated and
ensured by FDA (US Food and Drug Administration). One participant mentioned, “I think
all food in the United States follow strict regulation. I don’t worry about the food safety.”
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Animal welfare
Despite the lack of study showing the positive relationship between animal welfare
and people’s purchase intention on Kosher food, animal welfare was mentioned frequently
during the interviews. Five participants stated that animal welfare was an important factor
that influenced them to purchase Kosher meat. They believed that Kosher animals were
raised and slaughtered humanely. Another participant mentioned, “Because I don’t buy
Kosher meat, I don’t think it affect my intentions of buying Kosher food. However, I believe
commercial meat products are fed, slaughtered, and processed inhumanely.” One Jewish
participant who kept strict Kosher through his entire life said, “Even if I were not a Jewish, I
would still purchase Kosher meat because of how they treat animals.”
Spiritual fulfillment
Among the three Jewish participants, two of them only ate Kosher food throughout
their entire life. One Jewish participant said, “I have never had a cheese burger, because we
can’t mix meat with dairy, not even in our body. I would not keep strict Kosher if I were not
Jewish.” The three Jewish participants mentioned that following Kosher was a way to
preserve their Jewish identity, which was aligned with a previous literature review. Two
non-Jewish participants stated that they respected and trusted Jewish dietary law. One of
them said, “I trust religious laws more than governmental laws. I think Jewish dietary laws
are older than the FDA.” The remaining non-Jewish participant noted, “I am spiritual, but,
be that as it may, it has nothing to do with behavior of purchasing Kosher food.”
Willingness to try different things
Three participants stated that they tried Kosher food because it was different from
conventional food. One participant mentioned that she was always excited to try different
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types of food: “I went into a Kosher restaurant for the first time and loved their corned beef
sandwich. So, I just keep trying their different food. It is also a cool place to bring my
friends.”
Willingness to support Kosher business
Two Jewish participants mentioned that they were willing to help Kosher businesses.
One of them donated thousands of dollars to the local Kosher restaurant to help with the
renovation. They intended to help Kosher businesses survive and improve.
Availability of Kosher food
The respondents admitted that it was easier for them to access Kosher food at present.
“The Kosher market has exploded and growing so fast.” One Jewish participant who came to
the United States from Israel 15 years ago said, “Kosher food was rarely available when I
first came to this country, but now, I can find specific Kosher grocery stores and restaurants.
Many grocery stores also offer Kosher sections.” Several participants mentioned that the
prices of Kosher food were most likely higher than non-Kosher food, especially Kosher meat
and Kosher cheese.
Peer pressure
Two Jewish participants mentioned that their entire families strictly followed Kosher.
Another Jewish participant who strictly followed Kosher for the past seven years said, “My
son has to follow Kosher when he ate at home, but I can’t control him when he goes out.”
Although two non-Jewish participants said they were never convinced by others to eat
Kosher food, they had experiences of encouraging others to eat Kosher food. “Sometimes, I
encourage my friends to go to a Kosher restaurant with me, and they go.”
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Previous literature mentioned that food healthfulness and special dietary fulfillment
were potential factors that influence non-Jewish customers to purchase Kosher food. Results
indicated that these two were not significant factors that influence participants to purchase
Kosher food.
Food healthfulness
Previous literature indicated that 51% of customers purchased Kosher food for
general healthfulness (Mintel, 2009), but the claim that Kosher food is healthier than other
conventional food is not supported by scientific evidence. The interviews showed that none
of the participants believe that Kosher food was healthier than non-Kosher food. “Well, I
doubt it. I do not think Kosher food is healthier than non-Kosher food,” one participant
mentioned.
Special dietary fulfillment
The participants had no food allergy. Although most of them mentioned that Pareve
food was the perfect option for people who were vegetarian, lactose-intolerant, or allergic to
dairy, they did not believe that Kosher food would meet their special dietary needs better
than other conventional food. “I would go to Walmart and buy regular lactose-free milk if I
were lactose-intolerant,” one participant said.
Other findings
Another result from the structured interviews implied that Jewish Kosher food
consumers had slightly different motivation for purchasing Kosher food than non-Jewish
consumers. Aligned with previous literature, which states that the Jewish community
perceived Kosher law as a given without explanation (Regenstein, Chaudry, & Regenstein,
2003), three Jewish interviewees mentioned that their religious belief was the strongest
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factor that influenced them to choose Kosher. Animal welfare and willingness to support
Kosher business were two other factors that influenced them to purchase Kosher food. In
addition, they did not believe that Kosher food was safer or of better quality than other
conventional food. However, non-Jewish interviewees tend to choose Kosher food because
they believed that Kosher food had better quality and was safer. Three non-Jewish
interviewees also mentioned that willingness to try different food was an important reason
they choose Kosher food.
Survey Result
Descriptive profile of the respondents
Of the 203 complete survey responses, 101 participants purchased and ordered
Kosher food items in restaurants on a monthly basis (49.8%), 99 participants only purchase
Kosher food (48.8%), and 3 participants only ordered Kosher food items (1.5%). Among the
200 participants who purchased Kosher food, 54% purchase Kosher at least 50% of the time
they go grocery shopping. Among the 104 participants who ordered Kosher food items in
restaurants, 56.7% ordered Kosher food items at least 50 % of the time they ate out in
restaurants.
Descriptive information of the study samples (n = 203) is provided in Table 2. The
demographic characteristics of the 203 qualified participants were generally male (64.5%),
white/Caucasian (62.6%), irreligious (54.7%), single and never married (47.3%), completed
high school degree (99%), $20,000 or higher annual income (83.7%), and with a mean age
of 34.7 (SD = 10.7) years.
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Table 2
Descriptive profile of the survey respondents
Characteristics N =203 %
Sex
Female 72 35.5%
Male 131 64.5%
Race
African American 19 9.4%
Asian 37 18.2%
Hispanic 17 8.4%
Native American 3 1.5%
White/Caucasian 127 62.6%
Religion
Buddhist 8 3.9%
Christian 60 29.6%
Hindu 15 7.4%
Muslim 6 3%
Others 3 1.5%
Irreligion 111 54.7%
Marital
status
Single, never married 96 47.3%
Married 79 38.9%
Divorced 13 6.4%
Separated 3 1.5%
Widowed 3 1.5%
Living w/partner 9 4.4%
Annual
household
income
Below $20,000 33 16.3%
$20,000 - $39,999 67 33%
$40,000 - $59,999 37 18.2%
$60,000 - $79,999 40 19.7%
$80,000 - $99,999 14 6.9%
$100,000 - $149,999 7 3.4%
$150,000 - $199,999 1 5%
Not willing to answer 4 2%
Age
18 to 19 years 1 0.5%
20 to 29 years 78 38.4%
30 to 39 years 77 37.9%
40 to 49 years 20 9.9%
50 to 59 years 21 10.3%
60 to 69 years 4 2%
Older than 70 years 2 1%
Education
Less than High School 2 1%
High School 18 8.9%
College but no degree 41 20.2%
Associate degree 17 8.4%
4-year College degree 88 43.3%
Graduate school 37 18.3%
29
Result of exploratory factor analysis
Prior to conducting exploratory factor analysis, adequacy of the sample size was
examined by two indicators. The Kaiser–Meyer–Olkin measure of sampling adequacy index
was .87, and Bartlett’s test of sphericity was significant, p < .0001, which indicated that the
sample and correlation matrix were appropriate for analysis.
Principal component analysis with direct oblimin rotation method was used to
perform EFA. Fifty-one initial items for 10 factors were used for EFA. Based on Hinkin,
Tracey, and Enz (1997), items with load greater than .4 on the relevant factor and less
than .4 on all other factors were kept. Five items were excluded because they had lower than
corrected item-total correlations of .4, one item regarding Kosher food quality, and four
items regarding spiritual fulfillment. Two additional items were excluded from subsequent
analyses because of high loading on more than two factors. Seven items were excluded and
44 remaining items were subjected to EFA with direct oblimin rotation. Ten factors with
eigenvalues higher than 1.0 derived from 44 items accounted for 76.1% of the variance,
which was slightly higher than the initial value 74.4%. All 44 items had factor loadings
of .555 or above. Given that the internal consistency of items within each construct
(Cronbach’s alpha) ranged from .727 to .965, which is above .7. the reliability of
measurement items was considered satisfactory.
Table 3 presents the result of the component analysis for perception on Kosher food
characteristics, intrinsic motivation, and social environmental factors delineated by the final
EFA. The four perceptions on Kosher food characteristics include Kosher food quality,
safety, healthfulness, and animal welfare. Intrinsic motivation include special dietary
fulfillment, spiritual fulfillment, willingness to try different food, and willingness to support
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Kosher business. Social environmental factors include availability and peer pressure.
Healthfulness factor consisted of five items, which accounted for the highest percentage of
variance at 27.950%. Peer pressure consisted of four items, which accounted for 14.619% of
the variance. Safety factor consisted of five items, which accounted for the lowest
percentage of the variance at 2.282%.
According to the mean value of each factor, perception on Kosher food
characteristics were mostly concerned about the non-Jewish customers; food quality factor
had the highest mean value of 5.48; safety was 5.34; healthfulness was 5.17, and animal
welfare was 4.99. These values are consistent with previous literature, which indicated that
most people seek out Kosher products for food quality, general healthfulness, and food
safety (Mintel, 2009). Peer pressure has the lowest mean value of 2.69, which was similar to
the result of the interview: people do not usually convince their friends to purchase Kosher
food.
Table 3
Result of exploratory factor analysis
Variables (Cronbach’s alpha)
Factor
Loading
Eigenvalues
Variance
Explained
Mean
Perception on Kosher good characteristics (n=4)
I eat/purchase Kosher food because __________
Food Quality (.831) 1.478 3.359% 5.48
The taste of Kosher food is good .773
The smell of Kosher food is nice .807
The texture of Kosher food is good .792
The presentation of Kosher food is visually attractive .656
Healthfulness (.904) 12.298 27.950% 5.17
Kosher food contains many nutrients .657
Kosher food provides unique health benefits .593
Kosher food keeps me healthy .818
Kosher food is good for my health .748
Kosher food is a healthy option for my diet .851
Safety (.881) 1.004 2.282% 5.34
Kosher food is less contaminated .626
Kosher meat and poultry products are micro-biologically safe .801
Kosher food (i.e. beef, poultry) carries less risk from disease .800
The equipment used in Kosher food production is sanitary and safe .723
Kosher food undergoes strict inspections .605
Animal Welfare (.923) 1.943 4.416% 4.99
Kosher animals are raised humanely .691
Kosher animals are slaughtered humanely .555
Conventional slaughter is not humane .894
Kosher slaughter manners cause the least pain to animals .929
Kosher slaughter methods prevent animal suffering .884
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Table 3 Continued.
Variables (Cronbach’s alpha)
Factor
Loading
Eigenvalues
Variance
Explained
Mean
Intrinsic Motivations (n=4)
I eat/purchase Kosher food because __________
Special Dietary Fulfillment (.847) 2.141 4.866% 3.92
I am vegetarian/lactose intolerant/have celiac disease .575
Kosher food meets my special dietary needs .832
Kosher food (i.e. meat, bakery) fulfills my personal dietary needs .761
Kosher food allows me to follow my special diet .651
Kosher food processing procedure prevents allergic reaction .791
Spiritual Fulfillment (.827) 1.416 3.218% 3.67
I respect Jewish dietary law (Kashrut), although I am not Jewish .668
I believe that religious standard on food production is stricter than
governmental standard on food production
.607
I believe Kosher is similar to Halal .774
Kosher is a close standard that fits my spirituals .650
Kosher food fulfills my spiritual needs .621
Willingness to Try Different Food (.912) 3.700 8.409% 4.88
I want to try something different .900
I am curious about Kosher food .955
I want to know how it tastes .837
I enjoy trying various types of food .686
Willingness to Support Kosher Business (.964) 1.346 3.060% 4.39
I want to help local Kosher business survive .914
I want to support local Kosher business .914
I want to make local Kosher business better .875
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Table 3 Continued.
Variables (Cronbach’s alpha)
Factor
Loading
Eigenvalues
Variance
Explained
Mean
Social Environmental Factors (n=2)
I eat/purchase Kosher food because __________
Market (Availability) (.727) 1.725 3.921 4.98
I can easily purchase Kosher food in shops and supermarkets ..875
I can purchase Kosher food in shops close to where I live or work .832
I can purchase Kosher food online .432
I can easily visit Kosher restaurants when I choose to eat out .536
Peer Pressure (.965) 6.433 14.619% 2.69
Other people (families and friends) close to me insist that I choose
Kosher food .928
Other people (families and friends) close to me will be upset if I
do not choose Kosher food .884
Other people (families and friends) close to me convince me to
choose Kosher food
.914
Other people (families and friends) close to me expect me to
choose Kosher food .857
Total Variance 76.100%
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CHAPTER 5. CONCLUSION
Summary and Discussion
Kosher food prepared according to Jewish dietary laws has become one of the biggest
trends in the food service industry (Faw, 2013). Kosher developed into a $12.5 billion
industry, which compromises 11,400 Kosher producing companies and 195,000 certified
Kosher food products in the past several years (Lubicom, 2016). Among the 12.5 million
Kosher food consumers in the United States, 80% of them are not Jewish (Institute of Food
Technologists, 2016). Previous studies mentioned several potential factors that explain the
reason Kosher food has a bigger market in non-Jewish population. These factors include
Kosher food quality, general healthfulness, and food safety. However, in order to help
Kosher food companies and restaurants develop durable and systematic marketing strategy
to promote Kosher food, especially to non-Jewish customers, a deeper and more
comprehensive investigation on factors which influence non-Jewish customers to purchase
Kosher food was needed. Therefore, the present study was conducted to identify potential
factors which may influence non-Jewish customers to purchase Kosher food regarding their
perceptions on Kosher food characteristics, intrinsic motivations, and social environmental
factors.
To achieve the objectives of the study, a thorough literature review and a pilot study
with 6 structured interviews were conducted. Based on the literature review and pilot study,
an online survey was established and distributed to U.S. panel members of Amazon
Mechanical Turk. A total of 203 responses were used for data analysis. Finally, exploratory
factor analyses (EFA) was used to identify potential factors influencing non-Jewish people
on purchase Kosher food.
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The result of EFA indicated four underlying perceptions on Kosher food
characteristics that influence non-Jewish customers to purchase Kosher: Kosher food quality,
healthfulness, Kosher food safety, and animal welfare. For intrinsic motivations, special
dietary fulfillment, spiritual fulfillment, willingness to try different food, and willingness to
support Kosher business were identified as four underlying factors. For social environmental
factors, Kosher food availability and peer pressure were identified as two other factors.
Therefore, the present study not only verified five previously mentioned factors, including
Kosher food quality, healthfulness, safety, special dietary fulfillment, spiritual fulfillment,
but also discovered and identified five new factors, namely, animal welfare, willingness to
try new food, willingness to support Kosher business, peer pressure, and availability of
Kosher food.
Result of the non-Jewish consumers’ perception on Kosher food characteristics
indicated that perception of Kosher food healthfulness was the most important factor that
influence non-Jewish customers to purchase Kosher food. The claim that Kosher food is
healthier than other conventional food is not supported by scientific evidence, but many non-
Jewish customers stated that they purchased Kosher food because they believed: “Kosher
food is a healthy option for their diet” and “Kosher food keeps them healthy.” Food quality
and safety were two other significant factors influencing their intent to purchase Kosher food,
which supported the findings of a previous study by Mintel (2009), in which people
purchased Kosher for quality, healthfulness, and safety. A number of non-Jewish people
purchased Kosher food because they believed that “the taste/smell/texture of Kosher food is
good” and “Kosher food meat product carries less risk from disease.” Only a limited number
of studies examined the impact of animal welfare on non-Jewish customers’ purchase
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intention on Kosher food. However, the present study found that perception on Kosher food
animal welfare significantly influences non-Jewish customers to purchase Kosher food.
Many of them purchased Kosher food because they perceived that “Kosher slaughter
manners cause least pain to animals” and “prevent animal suffering.”
Result of intrinsic motivation indicated that special dietary fulfillment may influence
non-Jewish consumers to purchase Kosher food, which is consistent with the study by the
Food Institute Report (2005). The study found that non-Jewish customers purchased Kosher
food because they believed Kosher food can meet their special dietary needs. The result of
intrinsic motivation also indicated that spiritual fulfillment may also influence non-Jewish
consumers to purchase Kosher food, which supported the previous study by Mintel (2009);
this study indicated that people other than Jewish purchased Kosher to comply with their
religious tenets. Two factors (willingness to try different food & willingness to support
Kosher business) were found to have a significant influence on non-Jewish customers’
intention to purchase Kosher food. Many non-Jewish people stated that they purchased
Kosher food because “they are curious about Kosher food want” and “they want to try
something different” as well as “they want to help Kosher business survive.”
Previous studies have suggested that food availability and peer pressure may
influence individual’s food purchase intention; however, a few existing studies examined
whether these factors may influence the intention of non-Jewish customers to purchase
Kosher food. Consistent with the findings of Shepherd and Dennison (1996) and White
(2007) that peer pressure and food availability can influence people’s food choice and
consumption, the current study showed that these two factors had significant influence on
the intention of non-Jewish customers to purchase Kosher food.
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Theoretical Implication
This study offered two theoretical implications to the literature of non-Jewish
customers’ purchase intention on Kosher food. Most existing studies, which mainly
considered people’s perception on Kosher food characteristics, such as food quality,
healthfulness, and safety. The present study contributed to current knowledge about
purchase intention on Kosher food and significantly extended the general Kosher food
literature. By utilizing self-determination and social cognitive theories, the present study
took intrinsic motivation and social environmental factors into account and expanded upon
the possible influential factors on food purchase intention, which can be applied in Kosher
food setting. Five new factors were examined and discovered; one perception on Kosher
food characteristic: animal welfare; two intrinsic motivations, namely, willingness to try
different food, and willingness to support Kosher business; two social environmental factors,
namely, Kosher food availability and peer pressure. Therefore, the present study built a
framework and theory on the intention of non-Kosher customers to purchase Kosher food.
The other unique contribution of this study was its methodology. A pilot study with
six structured interviews was conducted to generate a comprehensive initial construct pool.
The pilot study not only verified eight previously identified factors through literature review,
but also discovered two new factors. A survey questionnaire was distributed to collect data
and EFA was used to analyze the data. Ten factors were identified: four on Kosher food
characteristics, namely, food quality, healthfulness, food safety, and animal welfare; four on
intrinsic motivation, namely, special dietary fulfillment, spiritual fulfillment, willingness to
try different food, and willingness to support Kosher business; and two on social
environmental factors, namely, food availability and peer pressure.
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Practical Implications
This study offers several practical implications to Kosher food companies. The
findings indicated 10 factors that may influence the intention of non-Jewish consumers to
purchase Kosher food. As mentioned previously, the majority of the Kosher food consumers
are non-Jewish (Institute of Food Technologists, 2016). Therefore, Kosher food companies
or restaurants can utilize these 10 factors as a specific guideline to develop effective
marketing strategies and promote their Kosher products.
The result of the study showed that perception of Kosher food animal welfare had a
significant influence on the intention of non-Jewish customers to purchase Kosher food.
Therefore, when Kosher food companies design an advertisement for their meat product by
adding contents that emphasize animal welfare, such as how humanely they raise and
slaughter animals. These approaches can be developed to effectively attract customers, who
tend to purchase animal-friendly meat products.
The perception of Kosher food safety was significantly influential in motivating non-
Jewish customers to purchase Kosher food. Therefore, Kosher food companies could
emphasize their product-handling procedure that range from draining any trace of the blood
from the meat to strict inspections by unannounced third party, when they market their
Kosher products.
Special dietary fulfillment was identified as one of the intrinsic motivation that
influences non-Jewish customers to purchase Kosher. Many of them mentioned that “Kosher
food fulfilled their personal dietary needs” and “Kosher food processing procedure prevents
their allergic reaction.” Thus, Kosher food companies could market themselves as special
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dietary friendly companies by developing more allergy-free products, such as gluten-free
bread and dairy-free milk.
This study found that availability of Kosher food influenced the intention of non-
Jewish customers to purchase Kosher food. Therefore, Kosher food companies may want to
add variety and increase the quantity of Kosher products in common grocery stores to
increase customer access to Kosher food.
Limitation and Future Study Suggestions
This study offered important theoretical and practical contributions, but it is not free
from limitations, which also provided opportunities for future research.
A pilot study and survey questionnaire were conducted. After developing an initial set
of factors with measurement items, EFA was conducted to analyze the data collected from
the online survey. Using EFA, 44 of the initial items were grouped into 10 subsets that
measure 10 constructs. Seven other items that did not measure any intended factor or
measured multiple items were excluded. This finding may be a good foundation to develop a
scale for measuring different factors. As mentioned by Worthington and Whittaker (2006),
confirmatory factor analysis (CFA) is most commonly used after conducting EFA to support
the validity of the scale during scale development. Therefore, future studies could utilize the
result of present study and conduct CFA to complete scale development.
Structural equation modeling (SEM) can be used as the preferred approach for CFA.
SEM is widely used within social and behavioral sciences as a statistic tool in explaining
theoretical models within social and behavioral sciences (Worthington and Whittaker, 2006).
SEM could identify key factors that influence non-Jewish customers to purchase Kosher
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food. This approach could be another unique contribution to the practical implication that
Kosher food companies have deep understanding of the motivation of non-Jewish customers.
Jewish interviewees had different motivation to purchase Kosher food compared with
non-Jewish interviewees. Therefore, future researchers could conduct another study to
identify factors that influence Jewish customers to purchase Kosher food and compare the
results with those from the non-Jewish group.
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APPENDIX A
INTERVIEW QUESTIONNAIRE
Introductory Protocol
To facilitate our note-taking, we would like to audio tape our conversations today. Please
sign the release form. For your information, only researchers on the project will be privy to
the tapes which will be eventually destroyed after they are transcribed. In addition, you must
sign a form devised to meet our human subject requirements. Essentially, this document
states that: (1) all information will be held confidential, (2) your participation is voluntary
and you may stop at any time if you feel uncomfortable, and (3) we do not intend to inflict
any harm. Thank you for your agreeing to participate.
We have planned this interview to last no longer than one hour. During this time, we have
several questions that we would like to cover. If time begins to run short, it may be necessary
to interrupt you in order to push ahead and complete this line of questioning.
Introduction
Thank you for agreeing to participate in our research project. We are conducting a research
to better understand consumers’ motives (both for the religious and the non-religious) to
purchase Kosher food. Our study does not aim to evaluate your spirituals. Rather, we are
trying to learn more about your motivations or factors which influence your purchase
intention toward Kosher food. The results of this study would contribute in developing
marketing strategies with regards to Kosher food.
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Interview Questions
Religious vs. Non-Religious
 Do you (or your parents or family members) have any religious belief?
 Do you purchase Kosher food for any reason related to religion or your religious
belief?
Kosher food purchase behavior
 How long have you been purchasing Kosher food?
(or When was your first time purchasing Kosher food?)
 How often do you purchase Kosher food?
 What kind of Kosher food do you usually purchase?
 Where do you purchase Kosher food?
Knowledge about Kosher food
 What do you know about Kosher food?
 What have you heard about Kosher food?
Motives to purchase Kosher food
 What made you to purchase Kosher food? (or What motive you to purchase Kosher
food rather than other food?)
 Intrinsic motives (follow-up questions)
 In terms of food quality, do you believe that Kosher food is better than non-
Kosher food? In what aspect, do you think Kosher food has better food quality?
(Taste, Color, Nutritious etc.)
 In terms of healthfulness, do you believe that Kosher food is better than non-
Kosher food? In what aspect, do you think Kosher food is more healthful?
 In terms of food safety, do you believe that Kosher food is better than non-
Kosher food? In what aspect, do you think Kosher food is safer?
 Do you have any special dietary needs? If you do, do you purchase Kosher food
to meet these needs? If you don’t, do you believe that Kosher food has a higher
standard for special dietary needs?
 Is there any specific reason or motivation for you to purchase Kosher food?
 Social-environmental Factors(follow-up questions)
 Do your parents or family members usually purchase
Kosher food?
 Is it easier to access to Kosher food?
 How many people you know are purchasing Kosher food?
 Have you had any experience of convincing others or being convinced to
purchase Kosher food? What was the result?
 Do you believe that Kosher animals are raised and slaughtered humanely? Does
it affect you to purchase Kosher food?
 Is there any specific reason or motivation for you to purchase Kosher food?
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APPENDIX B
SURVEY QUESTIONNAIRE
Dear Participants,
We are conducting a research project to better understand the non-Jewish consumers’
motivations to purchase Kosher food. The results of this study would contribute in
developing a comprehensive scale to measure consumers’ motivations and build up
marketing strategies for the Kosher food industry with regards to promoting their Kosher
food products for the non-Jewish consumers. The participants for this survey should be 18
years or older, and residents of the United States. Also, the participants for this survey
should consistently purchase Kosher food on a monthly basis.
The survey for this research is voluntary, anonymous, and the participants may stop
answering questions on this survey at any time if necessary. Further, the participants can
skip any questions which they do not want to answer. It will take about 10 minutes to
complete the survey. All responses will be kept anonymous as well as confidential. Also, we
will not use responses for other purposes. Your participation in completing this survey is
helpful to the completion of this research. If you have any question(s) or need more
information about this survey, please contact Qian Yang or Dr. EunHa Jeong.
Sincerely,
Qian Yang
M.S. Candidate
School of Hospitality Management
Email: qianyang@iastate.edu
Phone: (515) 203-5533
EunHa Jeong
Assistant Professor
School of Hospitality Management
Email: ejeong@iastate.edu
Phone: (765) 430-2630
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[Section 1: Screening Question]
1. Have you purchased any type of Kosher food in grocery stores last month?
1) Yes
2) No
1-1. (if yes) How often do you purchase Kosher food in grocery stores?
1) 100% of the time I go grocery shopping
2) 75% of the time I go grocery shopping
3) 50% of the time I go grocery shopping
4) 25% of the time I go grocery shopping
2. Have you ordered a Kosher food item in restaurants last month?
1) Yes
2) No (if Q1 & Q2 are both ‘NO’, excluded from the study)
2-1. (if yes) How often do you order Kosher food in restaurants?
1) 100% of the time I eat out in a restaurant
2) 75% of the time I eat out in a restaurant
3) 50% of the time I eat out in a restaurant
4) 25% of the time I eat out in a restaurant
3. Do you have any religious beliefs?
1) Yes
2) No
3-1. (If yes) What is your religion or belief?
1) None
2) Christian (Including Catholic, Protestant and all other Christian denominations)
3) Buddhist
4) Hindu
5) Jewish (if checked, excluded from the study)
6) Muslim
7) Sikh
8) Any other religious faith? Please write-in__________________
4. What type of Kosher food do you usually purchase? (e.g. Kosher cheese, Kosher
meat, Kosher bread, Kosher salt)
_____________________________________________________________
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[Section 2: Motivation for purchasing Kosher food]
This is a list of factors that may encourage an individual to purchase Kosher food.
Please indicate your level of agreement regarding the motives driving you to purchase
Kosher food.
“I eat/purchase Kosher food because____________________”
(SD= Strongly Disagree, N = Neither Disagree nor Agree, SA=Strongly Agree)
Perception on Kosher food characteristics SD N SA
Food Quality
The taste of Kosher food is good 1 2 3 4 5 6 7
The smell of Kosher food is nice 1 2 3 4 5 6 7
The texture of Kosher food is good 1 2 3 4 5 6 7
The presentation of Kosher food is visually attractive 1 2 3 4 5 6 7
Kosher food is fresh 1 2 3 4 5 6 7
The package of Kosher product in grocery stores looks good 1 2 3 4 5 6 7
The display of Kosher dishes in restaurants looks appetizing 1 2 3 4 5 6 7
Health
Kosher food contains many nutrients 1 2 3 4 5 6 7
Kosher food provides unique health benefits 1 2 3 4 5 6 7
Kosher food keeps me healthy 1 2 3 4 5 6 7
Kosher food is good for my health 1 2 3 4 5 6 7
Kosher food is a healthy option for my diet 1 2 3 4 5 6 7
Safety
Kosher food is less contaminated 1 2 3 4 5 6 7
Kosher meat and poultry products are micro-biologically safe 1 2 3 4 5 6 7
Kosher food (i.e. beef, poultry) carries less risk from disease 1 2 3 4 5 6 7
The equipment used in Kosher food production is sanitary and
safe
1 2 3 4 5 6 7
Kosher food undergoes strict inspections 1 2 3 4 5 6 7
Animal Welfare
Kosher animals are raised humanely 1 2 3 4 5 6 7
Kosher animals are slaughtered humanely 1 2 3 4 5 6 7
Conventional slaughter is not humane 1 2 3 4 5 6 7
Kosher slaughter manners cause the least pain to animals 1 2 3 4 5 6 7
Kosher slaughter methods prevent animal suffering 1 2 3 4 5 6 7
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“I eat/purchase Kosher food because____________________”
(SD= Strongly Disagree, N = Neither Disagree nor Agree, SA=Strongly Agree)
Intrinsic motivations SD N SA
Special Dietary Fulfillment
I am vegetarian/lactose intolerant/have celiac disease 1 2 3 4 5 6 7
Kosher food meets my special dietary needs 1 2 3 4 5 6 7
Kosher food (i.e. meat, bakery) fulfills my personal dietary
needs
1 2 3 4 5 6 7
Kosher food allows me to follow my special diet 1 2 3 4 5 6 7
Kosher food processing procedure prevents allergic reaction 1 2 3 4 5 6 7
spiritual Fulfillment
I purchase Kosher food because I am Jewish 1 2 3 4 5 6 7
I respect Jewish dietary law (Kashrut), although I am not
Jewish
1 2 3 4 5 6 7
I believe that religious standard on food production is stricter
than governmental standard on food production
1 2 3 4 5 6 7
I believe that eating Kosher food will please God 1 2 3 4 5 6 7
I believe Kosher is similar to Halal 1 2 3 4 5 6 7
Observance of Kosher is an opportunity for obedience to God 1 2 3 4 5 6 7
Observance of Kosher is an opportunity for preserving Jewish
unity and identity
1 2 3 4 5 6 7
Kosher is a close standard that fits my religious beliefs 1 2 3 4 5 6 7
Kosher food fulfills my spiritual needs 1 2 3 4 5 6 7
Willingness to Try Different Food
I want to try something different 1 2 3 4 5 6 7
I am curious about Kosher food 1 2 3 4 5 6 7
I want to know how it tastes 1 2 3 4 5 6 7
I enjoy trying various types of food 1 2 3 4 5 6 7
Willingness to Support Kosher Business
I want to help local Kosher business survive 1 2 3 4 5 6 7
I want to support local Kosher business 1 2 3 4 5 6 7
I want to make local Kosher business better 1 2 3 4 5 6 7
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“I eat/purchase Kosher food because____________________”
(SD= Strongly Disagree, N = Neither Disagree nor Agree, SA=Strongly Agree)
Social-environmental Factors SD N SA
Market (Availability)
I can easily purchase Kosher food in shops and supermarkets 1 2 3 4 5 6 7
I can purchase Kosher food in shops close to where I live or
work
1 2 3 4 5 6 7
I can purchase Kosher food online 1 2 3 4 5 6 7
I can easily visit Kosher restaurants when I choose to eat out 1 2 3 4 5 6 7
Peer Pressure
Other people (families and friends) close to me insist that I
choose Kosher food
1 2 3 4 5 6 7
Other people (families and friends) close to me will be upset if I
do not choose Kosher food
1 2 3 4 5 6 7
Other people (families and friends) close to me convince me to
choose Kosher food
1 2 3 4 5 6 7
Other people (families and friends) close to me expect me to
choose Kosher food
1 2 3 4 5 6 7
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[Section 3: Social-demographics]
1. What is your gender?
1) Female
2) Male
3) Other
2. What is your current age?
1) 18-20
2) 21-30
3) 31-40
4) 41-50
5) 51-60
6) 61-70
7)﹥71
3. What is your race?
1) African American
2) Asian
3) Hispanic
4) Native American
5) Pacific Islander
6) White/Caucasian
7) Other
4. What is the highest level you education you have completed?
1) Less than high school
2) High School
3) Technical school
4) Some college
5) 4-year college degree
6) Graduate school
5. What is your current status?
1) Single, never married
2) Married
3) Divorced
4) Separated
5) Widowed
6) Living w/ Partner
6. Do you have child (Children) (under the age of 18)?
1) Yes
2) No
6-1. If yes, how many children do you have (including step-children)? ___________
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6-2. How many children are currently living in your house? ________
7. What is your annual income range?
1) Below $20,000
2) $20,000 - $39,999
3) $40,000 - $59,999
4) $60,000 - $79,999
5) $80,000 - $99,999
6) $100,000 - $149,999
7) $150,000 - $199,999
8) Over $200,000
9) Not willing to answer
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APPENDIX C
IRB APPROVAL
